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{000 LINES 


| Cc Per Line 
® Per Paper. 


The price for short-time advertis- 

ho %o ing in the Atlantic Coast Lists 

of 1400 Local Papers is half a 

are the cent per line per paper; and the 

ONLY advertising is certainly worth the 
price. 

Papers To such advertisers as will con- 





published in tract to use 1000 lines within one 
year (not over 300 lines to be used 
any one week) we will make the 
price one-quarter of a cent per line 
towns, per paper. 


$3500 


Will insert the 1000 lines in the 1400 Papers. 


their 


respective 








If electrotypes are used, but one is necessary. 
Files of the papers can be examined at our ojjice. 
Catalogues sent upon application. 





ATLANTIC COAST LISTS, 


134 LEONARD ST., NEW YORK. 


It affords us pleasure to express to you our 
entire satisfaction with results obtained through 
advertising in your Lists. Yours very resp’'y, 

DR. KILMER & CO. 

BINGHAMTON, N. Y., Dec. 18, 1890. 
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ting the diminished single profit. 


But 


1 any event there must of necessity be 


a large number of readers unproductive 
of proht to the advertiser whenever a 
regular publication is employed. 

In the publications devoted to the in- 
terests of the iron trades will be found 

e advertisements of bridge 
Cal your hardware 
to show you his trade paper 


builders. 
upon dealer and 
ask nim 
(If he does not take a trade paper quit 
trading withhim. He the kind of 
gimlet with 
package of screws.) In the paper fin 
the advertisement of the bridge build- 
and ask him if he has any of their 
goods in stock. He will laugh at you 
natured. And yet that 
builders is advertising 
regularly in the paper that your hard- 
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dealer who sells a every 


ers 


if he is good 
bridge 


irm of 
vare man subscribes for, and to whom 
they never have 
bridge. And 


and never will sell a 
they are paying for 
thousands of circulation to other hard- 
ware and kindred Why do 
they it? Because it is profitable. 
Because, possibly, once a month they 
get an inquiry regarding bridges which 
may result, after the laborious prepara- 


deale rs. 


ao 


tion of plans, heavy expense for travel- 
ing, and the personal solicitation of 
high priced representatives, in making 
two or three sales a year of their com- 
plex and completed structures. They 
advertise in the iron trades _publica- 
tions simply that they may be on hand 
—at home and ready for 
whenever any one wants their kind of 
goods. " 

\ frequent remark by the manufac- 
turer who makes for the jobbing trade 
in any line of manufacture, when the 
subject of advertising is under discus- 
sion, is that he cannot afford to adver- 
tise because he sells only to jobber By 
‘* afford” he means make it profitable ; 
for, if after being shown that he can 
make it profitable, he then cannot af- 
ford to advertise, he certainly is not 
‘*in it,” and the business is not in him. 


business— 
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Suppose I parallel his case with a 
simple illustration. 

Jones sells furnishing goods. Brown 
& Co. also sell furnishing goods, but 
in addition are clothing dealers. Now 
Jones’ advertisement seeks the trade of 
only those who want furnishing goods ; 
he cares nothing for the man in need 
of acoat. But Brown & Co. endeavor 
to attract the man whether he wants 
clothing or furnishing goods. Is it 
business sense for Jones to decline to 
advertise in his local paper because 
Brown & Co’s dual stock enables them 
to cater to more of the customer's 
wants than does his, and consequently 
to name in their advertisement goods 
that he does not keep ? 

But the comparison is not exact, in- 
asmuch as the manufacturer in ques- 
tion has an advantage that Jones does 
not. The single sale of furnishing 
goods in Jones’ and Brown & Co's 
stores will be approximately the same 
in quantity and value, whereas the 
manufacturer's sale to a jobber will be 
very much larger in quantity, total 
value and income on the trafsaction 
than a single sale made to the average 
retailer. The manufacturer's state- 
ment that he cannot afford it is based 
upon the error of supposing that if all 
of the readers of a publication are not 
his possible customers he is paying a 
high price for his advertising by reason 
of his advertisement appearing in the 
entire edition. He makes no allow- 
ance for the fact that a sale to a jobber 
is very much larger than is usually a 
sale to a retailer, and that practically it 
makes no difference to him what the 
comparative sales to the two classes 
are, or whether a manufacturer selling 
directly to the retailer can make ten 
sales to his one, and has the oppor- 
tunity, in the trade paper, of meeting 
twenty retailers’ eyes to his one of a 
jobber. His business is selling job- 
bers, and unless he changes his trade 
his interest is in finding jobbers who 
will buy his goods and not retailers. 
If he could have a medium that cir- 
culated cnly among jobbers he would 
probably have to pay a rate that 
would neutralize his saving of dead 
circulation, 

> 

Who, unacquainted with the two 
cities, will not be surprised to learn 
that the population of Cleveland is near- 
ly as much as the population of Cincin- 
nati? The exact figures are: Cincin- 
nati, 269,309: Cleveland, 261,546, 
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STRAY SHOTS. 
By Artemas Ward. 


Before the war, Cotton was kir 
During the war, the cry was ra 
that Corn was king; but of all 
trades of all the earth (excluding s 
uncivilized sections as know no pri 
ing press and therefore go naked 
deal in ivory tusks), Advertising 
king. More money is spent annu 
in advertising than is invested i: 
cotton crop or the corn crop. Ev 
body in every commercial line ady 
tises to some extent, even if it be 
ited to the putting out of the sign « 
the door and distributing a thousar 
cards during the year, containing 
name, address and business. \W 


everybody spends something, n 

spend thousands, and«not a few 

dreds of thousands, the total ag; 

is immense. 
x 


Tey 


Ss 


* * * 


But the waste is immense, as we 
the outlay. The lack of informati 
the absence of system are appalli 
When, in the necessary dependenc« 
ignorance, the merchant or manufa 
turer employs a managing advertise: 
he often fills his post with all the 
dependence bred of an extreme a 
ignorant conceit. The employe: 
teach nothing, the employee can 
nothing—what result shall we expect 
Yet to the man who will hold his m 
in an humble and receptive condit 
every hour should bring new opp: 
tunities for consideration and stud) 
this interesting work. The swarn 
solicitors who come to the office 
are not drones in the commercial hiv« 
Each one of them carries his | 
ideas, personal peculiarities and i 
esting experiences. 

¥ x * 

The missionary who preaches 
depravity of man, from a basis of 
own purity, is a humbug, and w 
cry out against the ignorance 
advertising field I lament my) 
The field is too wide for any one ! 
The nature of the business make 
of the valuable information secret 
the workers are so few and the | 
so large that a man who has ev: 
inkling of the business manag 
make a very good living without 
ing himself by too much st 
thought. 

* * * 
A few bright suggestions and 


suit of clothes, backed up by enough 





PRINTERS’ 


surance, will make a manager of ad- 
rtising out of an individual whose 
ily record is that he has distributed 
patent medicine literature or painted 
some gable walls, but who has no 
knowledge of grammar, or grace, or 
ivithmetic, and whose ideas of statis- 
s, or of the great social life of the 
world addressed by his advertising 
uld be on a par with the rooster’s 
idea of daylight who was born in a 
cellar and had never seen the sun. 
* # a 


[ admire a good solicitor—who does 
not? The week has brought around a 
revelation of possibilities in the line of 
soliciting which is little short of mar- 
A medium sized man, with a 
ge sized package about one foot 
square under his arm, desired a few 
moments to show the work which he 
had done on an advertising book cov- 
ering the main industries of the United 
States 


* * 7” * * 


velous. 


iar 


Who is there among office men who 
does not turn from a book under such 
circumstances? Have not the busy 
editors, sixty per cent of whose salaries 
come out of the advertising depart- 
ment, done their best to make for all 
solicitors a reputation for being bores, 
making the representative of a book 
the greatest nuisance of the day ? And 
if subscription books are poor things, 
are not books which include an adver- 
tising scheme the worst of all ? 

x -” * * * 


But when that bundle was opened it 
was like the pie that was set before the 


king, ‘“‘four and twenty blackbirds 
began to sing.” Five hundred and 
fiity full letter sheets, unfolded, each 
ming a complete contract, and 
gned by some one of the leading busi- 
ss men of the country. Out of the 
hundred and fifty, four hundred 
| fifty were individually worth over 
million dollars each. The bundle 
epresented one hundred and _ ten 
‘sand seven hundred dollars ($110,- 
in contracts for a single book yet 
published ! 
» * + * + 
Labor is king, and this king is a 
ker. He had taken a plain busi- 
idea and raised it by his effort and 
up to that dignity and position 
everything assumes when it is 
rst of its kind. But although 
hurber said ‘‘that pile of con- 
tracts was an object lesson worth five 
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thousand dollars to many a man,” it 
was the individual and net the idea 
that deserved the credit. A manufac- 
turer who had made three millions of 
money accepted the contract with a 
few lines saying, ‘‘ An energetic man 
like you should not be refused any- 
thing that is reasonable.”” Better yet 
were the lines of Mr. Charles F. Clark, 
president of the Bradstreet Company, 
written, to be sure, before the work had 
been begun, but seemingly prophetic : 
“*Successful enterprises are but the 
result of conservative administration.” 
The success of this plan proves Mr. 
Clark's statement, for one deviation 
from his principle would have spoiled 
the entire work. He had undertaken 
to make a book, he said, ‘* good 
enough for anybody and cheap enough 
for everybody.” ‘‘Seest thou a man 
diligent in his business, he shall stand 
before kings.” 

HOW THEY STAND ON GUAR- 
ANTEEING CIRCULATION. 


By Horace Dumars. 


The -pioneer’s lot is seldom a happy 
one, and that of making innovations 
upon the good old lines set down by 
publishers in our grandfathers’ days is 
no exception to the rule. There is 
apparently no great yearning upon 
the part of some of the large pub- 
lishers to deprive advertisers of the 
pleasure of purchasing unknown quan- 
tities, or to saddle upon their patrons 
the vexatious knowledge of what cir- 
culation they receive for their money. 
There is, however, a charming willing- 
ness to tell all about vast circulations 
until the time comes when actual 
figures must be given, and then a la- 
mentable tendency to backslide is pain- 
fully discernible. 

Believing that quite a number of 
publishers of generally circulated me- 
diums would be interested in forming 
an association which would have for 
its purpose the guaranteeing of circula- 
tion claims made by any member, and 
in turn requiring each member to give 
to the association a sufficient bond to 
recompense the organization for any 
loss it might sustain from misrepre- 
sentation of a member, I commenced 
the work of interviewing a number of 
shining lights in the publishing busi- 
ness, but was not successful to any 
great degree. The idea presented to 
the various publishers was that elabor- 


ated upon in an article which appeared 
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in PRINTERS’ INK on Dec. 24th over to come over from Philadelphia when 
my signature. ever it should be thought desirable t 

One of the convenient excuses for commence the work of organizing 
not wishing to have their publications Almost the next person spoken to was 
represented in an association that a prominent publisher unfavorabk 
would guarantee circulation, was that the plan, and who gave as his reaso. 
certain publishers (Harper's or some for not wishing to join the associati 
other firm, which absolutely refuses to the fact that his paper is of a very | 
quote circulation) would not indorse grade, and it would not do for hin 
such a movement, and therefore they associate himself with any but strict 
could not. The publishers who begged gilt-edged publishers The gentle: 
to decline the invitation were not in- himself is about the only person whi 
fluenced in doing so from any fear of recognizes in his paper the high « 
the showing they could make, for they he claims for it. His circulation v 
each stand ready at all times to assure not compare with that of the Zad 
an advertiser that their medium hasa_ WWor/d, and much less the Ladies’ //on 
greater circulation than their rivals’, /owrna/, and in point of standing h 
and in proof of their assertions they has never issued a number of his paper 
would not hesitate to open up the sky- that will compare in cost or point 
lights to their buildings or would even literary excellence with Mr. Curtis 
allow large advertisers to examine their publication, while as to quantity 
fire-escapes, and thus satisfy them- quality of advertising his mediums \ 
selves that the publishers’ claims were fall below either of those named, a: 
bona-fide, but of course it would not in any of his issues are to be fou 
be business for them to go into an advertisements that have been re; 
association that would reflect upon any edly refused by both of these pi 
publisher’s word by suggesting thatthe tions as unsuitable to place bef 
advertiser might feel better satisfied as their readers. However, a poor ey 
to the amount of circulation received, is better than none, or rather a: 
if the same were backed up by sufficient way of getting around a_ proposit 
money to make misrepresentation in that it is not pleasant to confront 
this respect an unprofitable transaction. the above is buta fair sample 
There were, however, some exceptions reasons given by various publis 
to the above rule, and it was gratifying why they should not actually guar 
to find publishers or managers who their circulation. 
actually court investigation regarding _It is not the intention of th« 
the claims made bythem. Among the to infer that all of the large publi 
latter are Mr. Cyrus H: K. Curtis, of were interviewed upon joining 
the Ladies’ Home Journal; Mr. E. C. association, but enough were talk 
Vick, of the Home-Maker; Mr. F. to satisfy him that the work of f 
M. Lupton, of the People’s Home such an organization will be ver) 
Journal; Mr. Wilson, of the Weekly ficult though not impossible, for 
World; and conditionally Mr. Walker, there is such great need of an ass 
of the Cosmopolitan. The latter tion having for its purpose the prot 
gentleman did not like the plan sug- tion of both advertiser and thos: 
gested, but stated that he was ready to are disposed to deal frankly in n 
join an association which would have of circulation, a way will no <i 
for its object the examination of pub- found for establishing it. Ii 
lishers’ subscription books by a com- dozen prominent publishers 
petent committee, and the making of a band together and guarante« 
report from such an investigation for others’ claims and at the same tim: 
the use of advertisers. To this list of themselves ready to make go 
names, of course, must be added that shortage in amount of cir 
of S. H. Moore, of the Ladies’ World, promised by any member, the) 
at whose suggestion the attempt at find that their mediums would | 
organization was made. in higher value by advertisers 

In strong contrast with the evasive where nothing more than 
replies of many publishers was the promises are given by individua 
prompt assurance from Mr. Curtis of — 
his willingness to join the association, | To advertisers: There is t! 
and although the matter was sprung tereth and yet increaseth, and 
upon him during a call at the Zadies’ that withhoideth more than is 

orld office, he promptly volunteered but it tendeth to poverty.— Sodomon, 
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ADVERTISING AS A PRACTICAL 
SCIENCE. 
By Percie W. Hart. 

Many a man has tried to conduct a 
business, requiring extensive advertis- 
ing, on a limited capital and experi- 
ence nil, 

He will start in with the idea of 
caution and proceed very slowly at 
first; in fact, so slowly that his ex- 
penses exceed his returns. Then along 
comes a smart advertising solicitor, a 
good talker, one who probably rep- 
resents the principal city paper or 
else is pushing some special publi- 
cation. He induces the young bus- 
iness man to contract for advertis- 
ing, probably by the promise of long 
time to pay for it in or else a free 
‘‘ write up.” 

Now, if something novel or striking 
in the way of matter were used (my 
idea in PRINTERS’ INK of March 4th, 
for instance), this style of advertising 
might pay for itself (with a new article 
this would be almost unheard of); but 
alas! common, every-day newspaper 
types are used announcing that ‘* it is 
the finest as well as the cheapest” and 
** only cents,” etc., so that the 
reader’s eyes are not even arrested by 
the name of the article; and as a result, 
the cash returns would not pay for a 
ticket to Coney Island. 

Now, either this young merchant's 
advertising comes to an abrupt end, 
or else he makes a wild plunge into 
any paper that will trust him for a 
while, and then the chances are 
that bye and bye his name is on 
the black list and his advertising 
credit ruined. 

Advertising is assuredly a science. 
Then why cannot natural laws and 
rules be laid down to govern its appli- 
cation, as in logic, philosophy, etc. ? 
Classify the different trades and busi- 
nesses that would be benefited by ad- 
vertising into one hundred different 
classes if necessary. Sub-divide these 
again into appropriate sections, and 
under each heading give a brief sum- 
mary of the modus operandi that by ex- 
perience has proved successful in the 
past, 

You may say that conditions and 
methods are always changing, and I 
would make haste to add that I do not 
intend to undervalue for one mo- 
ment the services of experienced ad- 
vertising agents. If my baby was sick 
1 would have a good doctor, but that 


4it 


would not prevent me from studying 
up the disease myself. We may all 
live to see the day when professors 
of advertising occupy richly endowed 
chairs in our principal colleges, and 
the degree of Bach. Adv. be as eagerly 
sought and as much prized when 
obtained as that of the arts or 
sciences, 

As an illustration of my theory, let 
us work out the following problem: 
Given, a young man with good busi- 
ness training, $1,000 cash capital and 
a patent egg-beater. (Thisought to bea 
pretty hard nut to crack.) We will say 
that his egg-beaters cost him 20 cents 
apiece (including boxes, freight, etc.), 
and that the retail price is 60 cents 
apiece. 

(his leaves a balance of 40 cents 
net profit. He must make $1,000 per 
year to pay his office expenses and live. 
Well, then, to do this he must sell at 
least 2,500 beaters per year. Now, 
we will assume that all difficulties 
of manufacture, delivery and office 
routine have been overcome: there 
only remains the selling. 

Now, who uses egg-beaters? Why, 
the 32,000,000 of American and the 
3,000,000 Canadian women (hot to 
mention the rest of the globe) might, 
could, would or should use them. 
How is our young man to reach these 
women? By advertising in papers that 
women more particularly read and by 
canvassers. 

In regard to the first, experience 
would seem to dictate that he insert at- 
tractive and original advertisements in 
a few of the leading home and mothers’ 
magazines or papers, rather than in 
many of the lesser or cheaper ones, 
Why? Because he wants to reach the 
greatest number of people (women) for 
his money, and, taking circulation as 
the factor, the ‘‘ best” papers are al- 
most invariably the cheapest. 
cure canvassers and agents an attrac- 
tive half-inch advertisement in a suit- 
able list of ‘* home-print” papers cov- 
ering the greater part of the country 
could be inserted a few times a week 
fora year. This, I think, with some 
slight variations, would be the methods 
that an advertising agent would em- 
ploy, and if carried out faithfully and 
persisted in there ought to bea reason- 
able hope of ultimate ‘success. 

It is hard to figure on probabilities, 
but at the end of his first year’s busi- 


To se- 


ness what would be the probable re- 


sult? The article is at least known to 
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many and used by some ; he ought to 
have a number of good agents at work 
for him, and in order to make enough 
to pay themselves for their time and 
trouble they ought to be making nearly 
as much for him. He has probably 
invested his whole capital in printers’ 
ink, has a business which supports him 
and which by judicious branching out 
will increase and multiply as the years 
go by. 


-> 
HONEST CIRCULATION REPORTS. 
By Louis E. Fay. 


I would like to see the question 
of honest circulation discussed to a 
greater extent in PRINTERS’ INK, as 
it would benefit not only publishers 
who have the circulation they claim for 
their papers, but also all persons ne- 
gotiating advertising. The Rowell 
book, so far as my knowledge goes, 
comes nearer giving a correct rating 
on papers with which I am acquainted 
than any others, and the publishers of 
that directory appear to try harder to 
get such ratings correct. 

In many others the greatest latitude 
is given to *‘publisher’s statements,” 


and the directory man, under such a 
marking, gives figures which his good 
judgment knows to be two to five times 


too great. A few years ago the writer 
had access to the press room of a paper 
in an I}linois town of about fifteen 
thousand inhabitants. The actual cir- 
culation of that paper was four hun- 
dred copies each day, yet the director- 
ies had the paper rated from 1,500 up 
to 3,000 daily circulation. 

Another instance which comes to my 
knowledge was that of an Iowa paper. 
A new boy had just been initiated into 
his duties, and the first thing the pub- 
lisher did was to impress on his mind 
that the circulation of the paper was 
2,000, with instructions to tell every 
one who asked those figures, Shortly 
after, during the noon hour, an adver- 
tising agent called at the office and 
found only the boy present and opened 
a conversation with him, in the course 
of which he asked how many copies 
the ———— was printing. ‘‘ Mr. 
said if any body asked to tell thein we 
were printing two thousand, but” (get- 
ting confidential) ‘‘ I counted them and 
there are only seven hundred and 
twenty-four.” It is needless to say the 
editor lost the contract and the boy his 

ition. Such honesty could not be 
permitted about that office. 
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HOW NEWSPAPER PICTURE: 
ARE MADE. 


The illustration of newspapers 
new branch of art. Ever since its 
ginning its apprentices have been | 
ing to find out the simplest and » 
effective methods for the reproduct 
of drawings, in order that they mi 
be made with the greatest poss 
quickness, engraved on metal with t 
utmost attainable celerity, and print 
clearly and well at the rate of tw 
thousand copies per hour. To su 
perfection have the processes for t 
purpose been brought, that the turni: 
out of pictures all ready for the light- 
ning presses is nowadays hardly mor 
than a matter of a few minutes’ time. 

Most interesting of the processes e1 
ployed in newspaper illustration, fror 
the point of view of simplicity, is what 
may be termed the ‘‘ chalk metho 
Take a thin bed of smooth chalk la 
upon a metal surface, and draw upon it 
with a fine steel point any picture 
may desire. The steel point will « 
the lines of the picture out of the chalk 
to the metal, and thus you will hay: 
in the shape of an intaglio. Mak 
stereotype from this intaglio, and 
have your metal plate to print the p 
ture from. Could anything be mor 
simple ? 

DRAWING ON A BED OF CHALK. 

Such is the idea of the chalk prox 
In applying it, instead of pure cha 
various mixtures are used, 
plaster-of-paris, which is merely chalk 
in another shape, with a certain prop: 
tion of a white Carolina clay. | 
stuff, pulverized and stirred up wil 
water, is spread over a rectangular sheet 
of polished steel, as you would spr 
a slice of bread with butter, to an e 
thickness of about one thirty-secon: 
an inch. Now you are ready to beg 
operations as soon as you have bak 
the steel plate in an oven for a w! 
until the chalk layer has been render 
perfectly hard. 

It will hardly do for you to attempt 
to draw your picture directly upo1 
chalk, lest you make mistakes. 
best way is to make your sketch « 
piece of paper, and then, laying it « 
upon the chalk surface, go over | 
lines with a pencil point, which w 
dent the paper and leave marks 
neath upon the chalk. Lift the cd: 
ing and you find under it, in the cl 
its reproduction. Now you appl) 
steel point directly to the chalk, cut 


such as 
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the lines of the drawing down 
through the chalk to the surface of the 
steel plate. When you finish this opera- 
tion the dark steel of the plate shows 
through the chalk in all the lines of the 
sketch. And these lines are perfectly 
clean and sharp, thanks to the keenness 
of the knife-like steel point employed. 
All you have to do for the rest is to 
pour molten lead over the chalk surface 
in a mould and let it get cold. The 
lines that are cut out of chalk will be 
eproduced in relief upon the lead, and 
thus you will have your metal engraving 
to print the newspaper picture from, 
mounting it for the purpose on an iron 
block, thick enough to make it level 
with the type. 

ZINC ETCHING. 

Though so advantageous for its sim- 
plicity, the chalk method is not so good 
for fine work in the way Of sketches 
and portraits as the ‘‘ zinc process,” so 
called. The former, however, by reason 
of its cheapness, is most useful to pro- 
vincial newspapers, which cannot afford 
the comparatively expensive photo- 
graphic plant required by the latter. In 
the zinc process, to begin with, an or- 
dinary photograph, reduced to the re- 
quired size, is taken with a camera of 
the pen-and-ink sketch drawn on card- 
board by the artist. Next a smooth 
plate of zinc is ‘* flowed over” with 
an albumen solution that forms a sen- 
sitized skin on the surface ; the glass 
negative of the picture is laid upon 
this zinc plate and the two are put 
together in the sunlight. What are 
to be the black lines of the printed 
drawings are, of course, white and 
transparent in the negative. The sun- 
light goes through wherever the nega- 
tive is transparent, and has the effect of 
hardening the sensitized skin beneath, 
so that it clings tightly to the zinc. It 
requires only one minute to perform 
this operation. Now the zinc plate is 
taken and given a coating over the sen- 
sitized skin of lithographer's ink, rabbed 
on with a roller, after which the plate 
is washed. In all places where the sun- 
light has not struck the zinc, owing to 

€ opacity of the glass negative, the 
sensitized skin readily washes off, to- 
gether with the ink that covers it ; else- 
where it clings. Thus, after the wash- 
ng, the perfect drawing in ink remains 
upon the zine plate. To make the ink 

nes harder the plate is brushed with 
vdered dragon's blood. Then it is 
inged into a bath of acid, which eats 

y the zinc wherever it is not pro- 
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tected by the ink, so that when it is 
taken out the lines of the drawing are 
found all raised above the rest of the 
surface of the plate, like a map for the 
blind, and when mounted “‘ type high” 
on a metal base, you have your ‘‘cut” 
ready to print from. 

Such is the zinc process. ‘‘ Pro- 
cesses ” have infinitely multiplied within 
the last few years—so much so, in fact, 
that the student of engraving is aghast 
at contemplating their variety. At pres- 
ent, however, the zinc method seems 
to be the most available for journals of 
the period. At all events, it is em- 
ployed by a majority of the big news- 
papers of the country. 

A THIRD PROCESS, 
considerably used for newspaper illus- 
tration, is that of photo-engraving, 
which somewhat resembles the zinc 
method. A glass plate, however, is 
used instead of a metal one. This 
glass plate is covered with a thin layer 
of sensitized gelatine, which is per- 
mitted to dry. Then the photographic 
glass negative of the drawing, made 
with the camera, just as in the other 
case, is laid over the gelatine, and the 
glass plate and negative, with the gela- 
tine layer between them, are put in the 
sun for half an hour. The light hard- 
ens the gelatine, and makes it cling to 
the glass plate wherever it strikes 
through the negative, so that when the 
glass plate is subsequently put into 
water, all the rest of the gelatine comes 
off, leaving the drawing on the glass in 
gelatine lines. Moist plaster-of-paris 
is spread over the plate next and per- 
mitted to harden ; when it is taken off 
it is a mould of the drawing. From 
this mould a plaster ‘‘ relief” is made, 
and a reproduction of metal in this 
relief by stereotyping is the plate to 
print with. 

These are the three methods by which 
newspapers produce the pictures which 
go so far to brighten up and help out 
the interest of the columns of the daily 
press.— Washington Star. 


_ 
ALMOST all advertising pays that as- 
sociates a man’s name with his business 
in the public mind, but the percentage 


of profit is notably governed by the ex- 
pertness exhibited, The more thought 
bestowed upon this indispensable aux- 
iliary of trade, the surer is the success 
of the thinker. in all human history 
printers’ ink has never been more po- 
tently productive of .patronage than it 
isto-day.— 7roy Press, 
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It requires persistence in advertising. A 
man never realizes the full benefits of adver- 
tising till he has placed the matter before the 
same people fifty or one hundred times. The 
first ** ad.” is good, but the one hundredth is 
worth more than five hundred times as much 
as the first. Some one has said that the first 
time a man sees an advertisement he does not 
see it. The second time he does not notice it. 
The third time he is dimly conscious of it. 
The fourth time he dimly remembers some- 
thing of the kind before. The fifth time he 
half reads it. The sixth time he turns up his 
nose atit. The seventh time he throws the 
paper down impatiently. The eighth time he 
ejaculates, ‘* There’s the confounded thing 
again!” The ninth time he wonders if 
there’s anything in it. The tenth time he 
thinks it might suit somebody else’s case. 
The eleventh time he thinks he will ask his 
neighbor if he tried it or knows anything 
about it. The twelfth time he wonders if the 
advertiser can make it pay. The thirteenth 
time he rather thinks it must be a good thing. 
The fourteenth time he happens to think it 1s 
just what he wanted. The fifteenth time he 
for a long time resolves to try it as soon as he 
can afford it. The sixteenth time he exam- 
ines the address carefully, and makes a mem- 
orandum of it. The seventeenth time he is 
tantalized to think he is hardly able to pay for 
it. The eighteenth time he sees painfully 
how much he is in need of that particular ar- 
ticle. The nineteenth time he counts his 
money to see how much he would have left if 
he bought it. The twentieth time he rushes 
frantically forth and buys it. 


The above is the sort of matter that 
newspapers sometimes like to use to 
fill their columns with. The publisher 
does not believe it. No one else be- 
lieves it. 


> 


THE RECOGNIZED AUTHORITY. 


New York, March 12, 1891. 
Editor of Printers’ Ink: 

Statements of circulation made by publish- 
ers to advertisers are generally regarded as 
too high, and even when accompanied with 
the familiar printed affidavit or proof sheets 
of the subscription list, unsupported by more 
satisfactory evidence, fail to be convincing. 
There are exceptions, but the rule stands. 

The American Newspaper Directory, with 
its record of twenty-two years, is the undis- 
puted text-book, for newspaper information, 
of all general advertisers and the large major- 
ity of newspaper publishers. No one doubts 
the care and pains taken to secure in it cor- 
rect statements and the proper circulation 
rating for each newspaper. There is but one 
similar publication, and it has considerable 
merit; but the fact that its average and ag- 
gregate circulations far excced those of the 
American Newspaper Directory (and these 
are still regarded as too high) fails to secure 
for it the confidence, authority or general 
value accorded to the original book which has 
so long been the acknowledged standard. 

The premises above taken being correct, 
and I assume that no one of experience will 
dispute them, the conclusion logically fol- 
lows: that a correct rating in the American 
Newspaper Directory is of prime importance 
to every publisher, and as we read in the 
preface of that book how easily each pub- 
lisher may secure that rating, it must, I think, 
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either be from carelessness on the publisher's 
part, or from a desire to overstate his actual 
issue, that he fails to obtain the three stars 
(***) in the book which testify to the adver 
tising public that the rating so given is « 
titled upon the best authority to be consid 
ered a true one, 

It is an every-day occurrence for publish- 
ers, or their special agents in soliciting busi- 
ness, to be confronted by the story of the 
paper as told in the Directory, They may 
deny its —— but in doing so the adver- 
tiser reasons, ** Why does he not give to the 
Directory editor the proofs that will obtain 
for him in its pages the ratings to which he 
claims he is entitled?"’ It is well known that 
no proof is required beyond ani unequivoca! 
statement signed and dated by a man wh 
knows the facts, 

An experience of over twenty years with 

many advertisers and numerous publishers 
convinces your correspondent that publishers 
should give more attention to this matter, 
and he commends what is said upon the sub 
ae in the very interesting article by Mr. | 
*, Place which appeared in your issue of 
March rth, Mr. Place is eS qualified to 
write understandingly, because he was many 
years a newspaper publisher and for many 
years thereafter has been and still is engaged 
in placing a large amount of geveral advertis 
ing. The following statement made by him 
is worthy of repetition here: 

*“*As to circulation, any informaticn 
SS will be likely to give as his own wil 

to the advertiser simply a matter of curios- 


the 


ity. Whatever it may it will be doubt 
the stronver the affidavit and ‘ guarantee’ t! 
greater the doubt. Rowell’s American News- 
paper Directory ratings will be accepted ir 
spite of the publisher’s earnest protesta 
tions.” ead 
+- 
WANTS. 


lin 


Advertisements under this head SO) cents a 


RATTLING ADVERTISING MAN wanted 
by the CLEVELAND WORLD. 


AMES and addresses wanted of good men 
to sell Fruitand Ornamental Stock. F. b. 
Ricuarpsown & Co., Nurserymen, Geneva, \.Y. 


VANVASSERS wanted to secure subscriy 

J tions for Printers’ Ink. Liberal terms 
allowed. Address Publisher of PRiNTEKs 
Ink, 10 Spruce St., New York. 


a young, reliable metropolitan news 
paper men will lease or assume entire 
management of daily in city of thirty to 
fifty thousand. A 1 record and references 
Address “ CHICAGO,” care PRINTERS’ INK 


DVERTISING CANVASSERS, experienced 
in getting business for Trade Journals 
wanted for first-class export paper. No on 
who is not a hustler with good references 
need apply. References required. Acidress 
“ PAN- ERICAN,” care P.O. Box 1766, N.\ 


10 

portunity is offered to secure an ejual 
interest in a well established and prosperous 
Weekly Trade Journal in the leading + 
ern city. The leading Industrial Journa! 0f 
the Great West, North West and South Wes! 
Investigation is solicited. Address “N.! 
Box 1358, Denver, Colo. 


ae ISSUE of PRINTERS’ INK 
religiously read by many thousand 
newspaper men and printers, as well! »s by 
advertisers. If you want to buy a! w 
to get a situation as editor, the thin 

is to announce your desire in a want 
tisement. Any story that can be | 
twenty-three words can be inserted fo"! 
dollars. As a rule, one insertion can be relied 
upon to do the business, 


2 py who can invest $5,000 a rar: 
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NOT SO EASY AS IT SEEMED 
LoncMan & MARTINEZ, 
Manufacturers and Exporters 
Boy Prepared Paints 
New York, March 7, 1891. 
INK: 
n about the time the first copy was 
have been diligent students of 
ers’ INK, and each succeeding number 
ised the advertising fever until now it is 
through our business system like 
nt case of typhoid. Our business is 
1 that it has always appeared move useful 
vail ourselves of circulars, books, descrip- 
utter and the like rather than the col- 
of the papers, but the constant study of 
any bright things in Printers’ Ink has 
1s waver more and more until about 
weeks ago we became complete apostates 
determined to try a line of country pa- 
Taking Johnson's liniment cut as a 
ple we have rather modeled our “ ad.”’ 


' 
f Pooreane? 
we 


a 


on 
lines, and from the time we called 
council, about March 
ntilup to date we have been thinking 
sketching, lkewise rejecting steadily, 
its, until to-day we have reached a de- 
somewhat like the enclosed, and are yet 
despair, and have on our hands the 
part of a monthly bill from a very weary 
gner, Our respect for large and success- 
advertisers has increased prodigiously. 
JONGMAN & MARTINEZ, 


sa 
t same 


lesigner in to the 


STATEMENT IN THE 
NEWSPAPER CUTS. 


MATTER OF 


luctory conversation as to “ ad.” 
ing other cuts,...... 
1 “Johnson's Li inime nt’ 
CIMe.... 
( ving idea... 
Birth of the idea, 
Atte 
a “w dinner, 
g tr ade-marks in Greenwood 
nking of L. & M, ad. in cars 
aming of same 


I 
. t 


awing desigr 
g pM ee 
g proots, 


Apiit 


tting proofs 


x Johnson’s liniment second time 


a attendance 
yg old Johnson’ s ad. 


nce with proofs, . ° 
at darne d old d Johnson 


attractive, and sparkling with the 
as and suggestions regarding busi- 
ng advertising, is every number of 
spensable little journal, Printers’ 
¢ Facts, De Sete, Mo, 


INK 


AN ADJUSTABLE “ AD.” 
MEDICINES 


Pharmaceutical Era, 
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FOR PATENT 

From the 

I'his expresses the blank indiffere nce 

* with which many first hear of ’s 
Sovereign Remedy. 


This expresses the amazement the 
same people felt when they hear 
what Sovereign Remedy 
has done for the sick and suffering. 


s 


> This expresses the deep melancholy 
peor abides with those sick and 
uffering ones who never use 
s Sovereign Remedy. 
his expresses the lasting joy that 
dwells with all who use 
Sovereign Remedy. 


s 


Name filled in in large caps to suit adver- 
tiser, Send in your orders, 





FOR SALE. 


Advertisements under this is he ad cents a line 
TONS of Pre miums sold in Feb. EM 
15 PIRE PUB. CO., 66 Duane St., N. Y 
VOR SALE— ‘ountry ( ‘ampbe ll Press, 
tin fine er. Speed 1,60) per hour. 
dress “ THE STATE,” Richmond, Va. 
NOR SALE—An interest in prosperous daily 
paper in live Southern town. Corre 


x46, 
Ad 


spondence solicited. Address “B.,” care 
Box II, Post-office, Chattanooga, Tenn. 
using stories, misc ellany, news, ads, locals 
ete., as you order. Daily, weekly or oceasiona 
AILY AND WEEKLY PAPER, live West 
ern city of 20,000. Large job office and 
bindery. 
Exceptional price and terms. 
D. H.,” office PRInTE INK. 
Cash will purchase control 
39. 1} 0 ling interest in a successful 
to pay from $15,000 to $20,000 yearly. Address 
THE WOOD CHEMICAL CO., No. 3 Fisher 
VOR SALE—The entire or one half interest 
in the leading Daily and Weekly Demo 
towns in New York State. Parties who are 
unable to pay at least $2,000 incash need not 
F YOU WANT TO SELL your Newspaper 
or Job Office, a Press, or a Font of Type, 
it, with two dollars, to the office of PRIN 
ERS’ INK. If you will sell cheap enough, a 
generally secure a customer. 
VOR SALE— 


PAPER partly or wholly printed, make-up 

issues. Union Ptg. ( Vandewater St. 
Must sell on account of owner's 
bas al. 
Proprietary Medicine business. Can be made 
Block, Detroit, Mich. 
cratic Paper of one of the most prosperous 
apply to “B. F.,” care Printers’ INK. 
tell the story in twenty three words and send 
single inseftion of the announcement will 
PUBLISHERS’ 


COMMERCIAL UNION 
$15 Me mberships, 
including the 
ADVERTISER REPORTER, the COMMERCIAL UNION 
and SPECIAL REPORTS ; 
245 Broadway, New York; 
Post Building, C hicago, 
VOR SALE.—A weekly Republican news 
pa yer and job office in N. E. Wisconsin. 
Established over twenty years. Material all 
new. One 34x52 Potter cylinder, one 19x24 
Campbell pony cylinder, one 10x15 O. 8. Gor. 
don, one 8x12 0, 8, Gordon, 10 h. p. boiler and 
engine. ( omplete book, job and poster out 
fit. Job patronage over $6,000 a year. Adver 
tising over $2,000 a year. Located in a live, 
growing, healthy, manufacturing city of 6,000 
population. Good harbor and three lines of 
railway. Cheap for cash. Good reasons for 
selling. Address “H. 8. C.,” care Press and 
Printer, Boston, Mass, 
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INSURANCE ADVERTISING. 
Benj. Deacon, } 
Illinois Central R. R. Advertising, - 
Cuicaco, March 13, 1891. 
Editor of Printers’ Ink: 

Some time since I noticed an article in 
Printers’ Ink regarding the failure of insur- 
ance companies to consider the word ** judi- 
cious”’ in writing and placing their advertis- 
ing. Since that time [heen had talks with 
many insurance men, and in only one instance 
have | heard of an advertisement ever being 
heard from in any way, and that one was 
heard from only once. The agent of the 
Penn Mutual Life Insurance Co, at Chicago 
stated that at the time of the Johnstown dis- 
aster his company paid five death losses, the 
= of which were lost in the flood, the 

neficiaries of course having no evidence to 
show that the insured had ever been insured. 
An advertisement was made uf the incident, 
and the agent added that if any one knew of 
a friend who had been lost in the flood, who 
had at any time been insured in his company, 
but had failed to keep his premiums paid up, 
a check would be sent the Sencislens for the 
full amount of the policy, less the unpaid pre- 
miums, Not an answer was ever received to 
the advertisement, and he never heard from 
or of it in any way from that day to this; all 
of which was vey annoying, as he had con- 
gratulated himself when writing the adver- 
tisement on at least finding something to say 
that would bring in applicants for policies, 
Of course he believes and acknowledges that 
without the advertising that the company has 
done their canvassing agents would not have 
had the success they have; but the rub is to 
know just which advertising has paid, even 
indirectly, and which has not, think an 
article in Printers’ Ink from the advertising 
manager of some of the large insurance com- 
panies that have used the Century and similar 
mediums, for advertising in a way entirely 
different from the stereoty ped insurance style, 
would be of interest to your readers—not only 
those in the insurance business, but others; 
and among them the advertising canvassers, 
“one of whom I am which.” 

S. W. Hoxe, 


+ 
AN EDITOR'S JOKE. 
From the New York World, 

John Brisbin Walker entered the office of 
the Cosmopolitan a few mornings ago and 
found that his assistant was complaining bit- 
terly of the fact that the janitor had neglected 
to turn on the steam heat. 

* Never mind,” said Mr. Walker. ‘* We'll 
warm the office up as soon asa poet comes in.” 
** How’ll you do it?”’ asked the assistant. 

“Why, we’ll fire him.” 

“> 
THE PRESENT ASPECT. 
From the Boston Courier. 
The poets oft have mentioned 
That great unequalled snap— 
The lingering of winter 
In spring’s delightful lap. 
But the way things now are going, 
It rather seems to me, 
That winter’s got the gentle spring 
Across his chilly knee, 
1. — 
IT ACTS TWO WAYS. 
From an Exchange. 

The man who takes the ad, out of the news- 

paper takes the add out of his cash box. 


INK. 
WHY THE PAPER WAS NOT CIRCI 
LATED. 


Sioux Crry VoLKsFREUND, | 
Sioux Crry, lowa, Febr. 26, 1891. 
Dear Sir—-I hereby inform that our paper 
of this week Febr. 26. is suppressed in aceoun 
of Conrad’ Add. which Postmaster Genera 
claims is a Lottery Adv. & further in account 
of unmoral Articles Sec. 380 Postal laws. 
P.S. Inthe City a numberof papers—sub- 
scribers were calling for their papers went out 
As soon as the Attorney General sent in h 
decision we hope, the mail carriers will spread 
the others round held by the Postmaster. 
Oscar A, Horrmann, Publ. 


o> — 
SPECIAL NOTICES. 


Advertisements under this head, two lines or 
more, without display, We. a line. 


,=—— 


— GUIDE. 


OTH CENTURY. 
20 oe 
Aus MILLION. 
N Y. Argosy, iio w. 
e — = - 
AMeN's LISTS—Kesults. 
ee CALL, Quiney, Ill. 
4 Ne MEDICAL WORLD (Philadelphia). 


Bernt AND HERALD, Dallas, Texas 


| F wating INKS are the best. New Yor 


GENTS’ HERALD, Phila., Pa. 15th year 


80,000 monthly. 


MVHE GRAPHIC, —~ “the great West 
ern illustrated weekly.” 


HE GRAPHIC, Chicago 
least cost to advertisers. 
RIGHT, clean and reliable is th« 
FRANCISCO BULLETIN. 


OUISVILLE COMMERCIAL pays better 
than any other Louisville Daily. 
COMPLETE Family Newspaper 
FRANCISCO CALL. Estab. 1858. 
wre names $1 to $10 per 1,1 
AGENTS’ HERALD, Phila., Pa. 
wAN FRANCISCO WEEKLY CALI 
\) BULLETIN cover the Pacific Coast 
ARGEST eveni 


-Most value at 


SAN 
SAN 


and 


circulation in Califor 
nia—SAN FRANCISCO BULLETIN 
EW HAVEN NEWS.—Guaranteed largest 
morning circulation in Connecticut 

| ext intelligent people reached 
by the SAN FRANCISCO BULLETIN 
OST “Wants,” most circulation, most 
adv’s. SAN FRANCISCO CALL leads 


HE ADVERTISER'S GUIDE—Maile: free 
by STANLEY DAY, New Market, \. J. 


He grade, pure tone, honest circulation 
None better. SAN FRANCISCO CALL 
OSTON HOME GUIDE for April mailed 
to 7,000 home-seekers. Rates, $1 per inch 
AILY REPUBLICAN—Phoenixvil|: 
Only daily, city of 9,000; proved 
tion over 1,300 daily. 


APTIST AND HERALD, Dallas, Texas 
000 a week. In its 40th vol. | astern 
office, 11 Tribune Building, N. Y, 


Pa 
cula 
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57,7428.; 2,846 W.; circu 

5D. 06% lation SAN F ‘SAN FRANCISCO CALL. 
IGHEST ORDER Mec’ ER Mechanical Engraving. 

I J. E. Rhodes, 7 New Chambers St., N. Y. 


» Tear for inventors ; 40 page book free. 
I T. FITZGERALD, 800 , Washing 
ton, > on 


JEN SKETCHES for illustrating and ad 
] vertisi H. B. GIFFORD, 108 Kent St., 
Brooklyn E. D., N. ¥. 


YOLLECTIONS EVERYWHERE. ba ill get 
( there. References in your place Ad 
dress GEO. B,. CHAMBERLIN, La Fayette, Ind. 


TE\YPE Measures, nonpareil and agate, by 

mail to any address on receipt of three 
2X. stamps. Address GEO. P. ROWELL & CO., 
New York. 


VHE CONNECTICUT GUARDSMAN, Water 

bury, Conn., circulates in 3) States. The 
best National ees paper published. Rates 
liberal. Write. 


) te can own and run a local illustrated 
paper ata PROFIT. We will tell Any 
how sg Wik IES COMPA) 

& West 2d St., N. Y. City 


2.500, 000 ee “and 
anve rtising rates for 1892. RIER LM 
NAC. J. W. BURKE & CO., an Ge. 


r VEXAS BAPTIST aly HERALD, Dallas, 
Texas. The leading Baptist publication 

of the South-West. Now in its 40th volume. 

Eastern office, 11 Tribune Building, N. Y. 


P APER DEALERS.—M. Piummer & Co., 
161 William St., N. Y., sell every kind of 

paper used by printers and publishers, at low- 

est prices. Full line quality of Printers’ INK. 


YOLUMBUS, Ohio.— THE OHIO STATE 
JOURNAL, Daily, Weekly and Sunday, is 
credited with being the leading paper by all 
ne m0 Wookie SON Daily, 12,000; Sunday, 
15,000 


MF\HE PRICE of the American Newspaper 

Directory is Five Dollars, and the pur- 
chase of the book carries with it a paid sub 
scription to Painters’ Ink for one year. Ad- 
dress: GEO. P. ROWELL & CO., Publishers, 
No. 10 Spruce St., New York. 


Ww not advertise your goods to the 
medical profession? There is no better 
class of buyers. Write to THe MeEpicaL 
Wor.p, Philadelphia, for proof of largest 
circulation and best medium to reach the 
physicians of all parts of this country. 


TWO-LINE NOTICE in Printers’ INK, 
i under heading of Special Notices, is 
brought to the attention of over 40,000 adver 
tisersevery week for a vee year for 338 
lines will cost $78; 4 1 Sia: 5 ines 
$13); 6 lines, $156; 7 {> "gi; 8 lines, $8.’ 


)XCHANGE—Will excha' a paying 

4 weekly, , well seuteeee office In a Good 
town in Northern Penna. for printing mate- 
rial—body and ad. type or a power press—to 
the ameoms Me lent to value 
office. J. K. 8) & BRO., Monroeton, Pa. 


Q —This sdvertionment isa good deal 
like a second. It’s small and in 
significant, but it gets there in time. I fur 
nish ideas for designers, Uthosrep hers, adver 
tise - | pb ny A lfepteationa. JAMES 
HAN RTY. at’l Builder, Chicago, Il. 


W waned an advertiser does business 
with our ry Agency to the 
1G 


amount of $10, he will be owed a discount 
sufficient to pay fora year’s gubsoriotion to 
prusrens INK. yy ; GEO. eS ee 

, News r Advertising Agents, No. 10 
Spruce St., New Yor . ” ee 


W HENEVER an advertiser does business 
with our Aavestinns Agency to the 
amount of $90, he will be presented with a 
n plimentary copy of the American News- 
peer Directory : »0k of 1,450 pages, price 
) P. ROWELL & CO., Newspaper Adver- 
tising Agents, 10 Spruce St., New York. 


HE VOICE, published in New York City, 

is one of the 28 publications in the 
United States that, according to a list pub 
lished by Geo. P. Rowell & Co., circulate be 
tween 100,000 and 150,000 copies each issue. 


SS" ANISH AMERICAN trade is something 
that is interesting the manufacturers of 
the U nited States. Ihave a paper that reaches 
all parts of Mexico, South and Central Amer 
ica, the homes as well as the merchants, Write 
for a sample and advertising rates. C, H. 
MEKEEL, 1007-1011, Locust St., St. Louis, Mo. 


FOR AN EDITORIAL 
$1, 000, OO NOTICE.— Every man 
who controls a newspaper will do well 
to read the offer printed in the issue of 
Printers’ Ink for February 4th. Circular 
with full partomnere sent on applic ation = 
GEO. P. ROWELL & CO., Publishers, 
Spruce St., Sow York. 


TYVHIS PAPER does not insert any adver 

tisement as reading matter. evening 
that does appear as reading matter is insert 
free. The Special Notices are the nearest to 
reading matter that can be bought. The Spe- 
cial Notices are nearly as interesting as read- 
ing matter. The cost is 3 cents a line each 
issue for two lines or more. 


HERE IS NO BETTER EVIDENCE of the 
value and popularity of a newspaper 
as an adve rtising medium than that attested 
by its “* Want” or transient advertising. In 
this, as well as in point of circulation, the 
HARTFORD TIMES stands at the head of 
the newspapers published in Connecticut. 
Estimates furnished. Try it. 


ORWICH, CONNECTICUT.—Geo. P. Row 

ell & Co. publish a list of the bestor most 
widely circulated or influential newspapers 
issued atimportant business centers through 
out the country;—the newspaper in each 
lace that gives the advertiser the most for 
his money. On this list THE BULLETIN, 
Daily and Weekly, is named for Norwich. 


HE MEDICAL BRIEF (St. Louis) has un 

questionably the largest circulation of 

any medical journal in he world. it shows 
its prosperity on its face, Compare its paper, 

reading matter, advertisements, etc., with 

any other medical journal of same price. We 

furnish, upon request, absolute proof of an 
excess of thirty thousand copies each issue. 


TPVHE AGE-HERALD, Birmingham, Ala., the 

only morning paper printed in the min- 
eral region of Alabama. Average daily cir 
culation, 7,500; average Sunday circulation, 
10,000; average weekly circulation, 25,000. 
Population of Jefferson County, in which 
Birmingham is located, 100,000. For advertis- 
ing rates address THE AGE-HERALD COM 
PANY. Birmingham, Alabama. 


NION AND ADVERTISER, Rochester, 

N. Y.—Geo. P. Rowell & Co. publish a 
list of the representative daily newspapers 
issued in cities having a population of more 
than 20,000;—the newspapers in each place 
which can be specially recommended to ad 
vertisers as coming up to the requisite — 
ard of character and circulation. The Roc 
ester (N. Y.) UNION is included in this = 


Wwe advertise to prepare estimates for ad 
vertisers who wish to place their busi 
ness by direct contract with publishers. We 
are also willing to prepare such estimates for 
pete agents who are just getting a 
start, and have the impression that such an 
estimate as we can prepare will be a help. 
We charge a fair price for our services. Ad- 
dress GEO. P. ROWELL & CO., 10 Spruce St., 

New York. 


HEN such leading advertisers as Starkey 

& Palen, Hood, Ayer, Scott & Bowne, 
W.L. Douglas, Beecham’s Pills, Pears’ Soan, 
J. 8. Johnson & Co., Pozzoni, , Pope Bieycle 
Co., Hawk-Eye Camera, Scoville & Adams, 
Anthon , Plymouth Rock Pants and Oliver 
Ditson 0., patronize bby ARGOSY, an aver- 
age of over AY med fy OM the year and re- 
new, is it at evidence of their ap- 
Pp it ry an advertising medium? 
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Catch 


the eye and retain the 
attention 1s the object of 
& good advertisement. 


There are different ways of catching 
people’s eyes. We have studied the art and 
feel warranted in claiming to know something 
—— =~ bout it. 


Old, as well as new advertisers, ought to be able to use our 
establishment—some or all of its branches—to advantage. 


If you are in business, you naturally have something else to 
look after besides advertising it. ‘The manufacturing or buying, 
the selling and correspondence with customers, al] have a claim 
upon your attention. 

With us advertising is everything. We receive and kee; 
on file nearly all the papers published in the United States and 
Canada. This is in itself a big undertaking, and enables us 
to make sure that our patrons’ advertisements receive proper 
insertion. For the making and placing of advertisements we 
have fully equipped departments. 


This is an age for the division of labor. One man 
longer manufactures an article from beginning to end. If you 
go into the modern factory you find that each hand has his 
special portion of the work to perform. When put togethicr, 
these different parts unite to form the perfect whole. 


Our part in the commercial world is advertising. Up: 
this one point we concentrate our entire resources. Surely w 
can conduct this branch of your business more economical!) 
you could by establishing a separate department. 


no 


We aim to conduct our business so that any one who 
tninking of advertising will write to us for such informatio: 
advice as our experience enables us to supply. 

GEO. P. ROWELL & CO., 
to Spruce St., N, Y, 
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T WAS A WISE MAN who said: 

“Leave nothing to what is called 
‘luck,’ and you will generally be what 
is called ‘lucky.’” 

So in advertising. 

Take every possible precaution that will assure 

success. Secure the best advertise- 
ment obtainable—the one of all others 
that will be most likely to bring you 
business. 

Then see that it goes in the right mediums— 
the papers that will bring you the 
largest returns. Be sure that you pay 
no more than a fair price for your 
space and that no one takes advan- 

tage of your inexperience. 

By giving painstaking care to all 

of these essentials you will probably 
find that you will have “good luck” 


in advertising. The difference in ex- 


pense between doing a thing right and doing it 


wrong is not usually considerable—it 
is certainly worth looking after in ad- 
vertising. We will advise with you 
on any of these points. 

GEO. P. ROWELL & CO., 


NEWSPAPER ADVERTISING BUREAU, 
10 SPRUCE ST., NEW YORK, 
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A JOURNAL FOR ADVERTISERS. 


GEO. P. ROWELL & CO., Pusuisners. 
Office : No. 10 Spruce St., New York. 


Issued every Wednesday. Subscription Price: 
Two dollars a year in advance; single copies 
Five Cents. No back numbers. Wholesale 
price, Three Dollars a hundred. 

ADVERTISEMENTS, agate measure, 50 cents a 
line; $100 a page; one-half page, $50; one- 
fourth page, $25. Twenty-five per cent. addi- 
tional for special positions—when granted. First 
or Last Page, $200. Special Notices, Wants or 
For Sale, two lines or more, 50 cents a line. 
Advertisers are recommended to furnish new 
copy for every issue. Advertisements must 
be handed in one week before the day of pub- 
lication. 

Es IRVING ROMER, EDITOR. 


NEW Y YORK, MARCH 25, 1891. 





Ir is the untiring, unremitting, ever- 
lasting never-take-no-for-an-answer ap- 
peal to the eyes of the people who want 
their hair to grow, by the people who 
have something for sale which they say 
will make the hair grow, that carries 
the day, splatters the hair tonics over 
innumerable scalps and puts fortunes 
in the banks to the credit of the adver- 
tiser. 


THE table which appears on page 
435 of this issue gives interesting evi- 
dence of the difference in importance 
from rf journalistic standpoint of the 
various States or sections of country. 
The price of inserting a certain adver- 
tisement in the best paper in each State 
for one week ranges all the way from 
$296.80 in New York down to $5.33 
in Arizona Territory. It is curious to 
observe how closely these prices coin- 
cide with the variation in population, 


Geo. W. ELtLiotr, well known 
among advertising and newspaper men, 
died at his home in Rochester, N. Y., 
on March 18. He was formerly as- 
sociate editor of the Rochester Demo- 
crat and Chronicle, and for several 
years held the position of advertising 
manager for H. H. Warner & Co. 
He also served in the same capacity 
for several other prominent advertisers. 
Of late he has suffered much from ill- 
ness. In 1888 he ran for Mayor of 
Rochester on the People’s ticket, but 
was defeated. He contributed several 
articles on advertising to PRINTERS’ 
INK. 
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NEVER do poor advertising ; never 
let any one else do poor advertising for 
you. Poor work never pays. Use the 
best material that can be had and hay: 
no half-way work about it. 


APPARENTLY the admirers of the 
called ‘‘ commonplace” style of adve: 
tising are not confined to the East. 
Kansas disciple of this school presents 
the following interesting effort to th 
readers of the Concordia Blade ; 


CcOSH! 
how that buckwheat went Saturday | wil 
just continue that racket all thisweek. That 
go per cent flour is no slouch either. No low 
grade about it and warranted. I understand 
that one dealer is selling graham at 30 cents 
J made that price and change it right n 
to 25c, just ground too, When I can’t sel 
you flour cheaper than dealers I am going 
tell you so right in these columns, 

Ham SPAvpinc. 

Plenty of Bran and Shorts now. 


It should be added that the four- 
letter head-line was set in gothic typ: 
an inch high. 


Ir takes an advertisement like the 
following, from the London (Eng.) 
Church Times, to make one realize how 
much we differ in customs and preju- 
dices from some of the older but mor 
slow-going countries across the ocean : 


NHE STOCK EXCHANGE.—Members of the 
Stock Exchange are not allowed to ad 
vertise for business purposes, or to issue « cir 
cplews to persons other than their own prin 


rokers or agents who advertise are not in 
any way connected with the Stock Exchange 
or under the control of the Committee. 
of MEMBERS of the STOCK EX 
CHANGE who act as Stock and Share Bro 
kers may be optained on application to 
FRANCIS LEVIEN, Secretary to the 
Committee of the Stock Exchang¢ 
Committee-room, the Stock eater 
London, E. C 
It is a question if Mr. Levien, by 
causing the above notice to be in- 
serted, has not broken the very law he 
seeks to enforce. He certainly ‘‘ad- 
vertises for business purposes,” and s 
makes himself liable to expulsion from 
the Exchange. This incident shows 
the absurdity of attempting to place 
restrictions upon such a matter. 


THERE is evidently some one con- 
nected with the management of the 
new Garden Theatre in New York who 
is endowed with ingenious ideas in th: 


advertising line. Twice PRINTERS’ 
INK has had occasion to comment 
upon clever novelties emanating from 
this source. The latest in this s« 
takes the form of ‘‘ betrothal cards” 
gotten out in the French style and 


ries 
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bearing the names of the Marquis 
d'Alien and Mlle. Madeline de Ke- 
mondy. The first and smallest card 
has the word ‘‘ Betrothed”’ upon it, 
and all three are bound together with 
white ribbon and bear Dempsey & 
Carroll's imprint. As the cards are 
sent out under letter postage the re- 
cipient is naturally puzzled until he 
chances to turn them over and finds 
upon the reverse of the largest a brief 
announcement of the approaching 
production of the comedy-drama ‘“‘ Be- 
trothed”’ at the Garden Theatre. It 
is then seen that the names engraved 
upon the cards are included in the cast 
of the play. If equally bright methods 
are used in newspaper advertising, the 
new play ought to do more than at- 
tract attention. 


WITHIN a short time two news- 
paper publishers have written to us 
inquiring the best method of advertis- 
ing their publications. One wishes to 
ncrease his circulation, the other his 
advertising patronage. ‘The first is 
the publisher of a country paper in 
rennessee. He states his point con- 
cisely as follows : 

Every country publisher knows that there 
are people living in his town or section who 
do not take his paper. How can they be 
ent up sufficiently to come in and lay down 
a Gouarf 

rhe first method to suggest itself 
ought to be newspaper advertising. 
Publishers who are continually talking 
up the merits of printers’ ink ought 
not to be afraid to use it themselves 
on occasion. If there are a couple 
of good, live journals besides your own 
published in your territory, try a little 
advertising in their columns. The 
big New York dailies now advertise 
liberally in each other’s columns, and 
no doubt find it profitable. Posters, 
sign- boards, hand-bills, club and 
premium offers are among the more 
familiar methods. 

But the first requisite is to make a 
good paper. If the people are old- 
fogyish and slow to recognize merit, 
wake them up! You can afford to de- 
vote considerable effort and money toa 
stroke of enterprise that will cause 
your paper to be talked about gener- 
ally among the townspeople. Two or 
three really good hits wil! win due 
recognition in any ordinary commun- 
1ty 

Get 


the kind that 


all the news; 
mes hardest is usually the most de- 
ible. A reputation for enterprise 
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is one of tbe best advertisements a pa- 
per can have. Have something the 
other papers don't have. When you 
can get people to feel that they are ac- 
tually missing something whenever 
they fail to see your paper, you have 
reached the stage where they will be 
willing te come in and lay down that 
dollar. Having got your paper up to 
this grade, it will be worth while to 
send out sample copies. ‘The voters’ 
list will supply the addresses. A gen- 
tle hint in the form of a subscription 
blank should accompany each copy. 
One well-known daily increased its 
circulation materially by delivering the 
paper free for one month at a large 
number of homes. At the end of that 
time a good many people had got into 
the habit of reading it regularly. There 
is a great deal in habit. 

Another point: if you are getting 
out a good paper, don’t be afraid of 
letting the people know about it occa- 
sionally through your own columns. 
The best place to advertise is where you 
are best known. 

The publisher who wants to increase 
his advertising patronage inquires if it 
is advisable to send copies of his paper 
to advertisers generally. He has an 
idea that sample copies are never 
looked at. 

We have known some advertisers 
who liked to receive sample copies of 
new as well as old publications and 
who tried to keep up with the world of 
journalism with which that business is 
so closely connected. But in a majority 
of cases, sample copies addressed to 
advertisers either find a speedy oblivion 
in the waste-basket or are placed in the 
regular files, where the results so far as 
the publisher is concerned are the 
same. 

Perhaps about one out of ten sam- 
ple copies sent out receives attention 
at the hands of advertisers. Mani- 
festly, if the publication is an ex- 
pensive one to get out it will not 
pay to send sample copies broad- 
cast. 

How then can the advertising pat- 
ronage be increased? The answer to 
the question is involved in what has 
gone before: get out a good paper. 
Circulation is what advertisers want, 
and when that has been secured the 
problem of getting more advertising 
will not present so many difficulties. 
It is another instance showing the 
truth of the familiar sayi 

Nothing succeeds like success,” 
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WHERE IS THAT MAN? A gentleman advertised yesterday in 
z : “ our columns, ** Dog Jost.” This morning th: 
I'm looking for that kind of man dog went home of hisown accord. He thoug::t 
That advertisers use s it of no use to attempt to run away if t 

With cuts of “* Canticurly soap newspapers were after Rin. —ceea Tim 


And “ Bings’ four-doliar shoes.” * 
“ Hope for the bald” has pierced my heart, A bright newsboy found a ready sai 
for his evening papers by crying out the cap- 


And often my bosom thrills 
At the sight of youth on ** Bic ye les,” tion of the patent medicine advertisements 
Or taking ** Bunchem’s pills.’ - “Important to females,’ ”" “Gilad news 
The youth that wears “ The nobby suit ’ saga gmemaaraes in place of his usua 
Still haunts me night and day, . oe Meme te 
While ** Heavy whiskers in three weeks "’ No, Mardigras, we decline to specif) 
Drives all my sleep away. the best brand of pitch to be used in pitching 
* Lawn-tennis coats”’ all summer long your tent. It is against the principles of 
Was with me in my dreams. Charles A. Dana and ourselves to print a 
sai ape shave’ —_ peachy cheek advertisement as reading matter.—S?,_/ose/ 
Still o’er my pathway gleams. News. 4 
I want to find that kind of man, ‘** No, siree,” said the umbrella ma 
So handsome, brave and fair ; facturer, ey shall not advertise in your pa- 
Erect and stalwart, and with legs ew I’ve watched your attitude toward I 
That match and make a pair. pusiness, Last summer you predicted sev: 
With arms that have some muscle and clear to two rainy days, and I don’t consider 
mW Lp ya —- strong. that friendly.” —Domestic Monthly. 
cou n at kind of man ae 
a hot be date lon Does the court understand you t 
Alsat tie pe sarees aont aie say, Mr. Jones, that you saw the editor of th 
The tig sg Pa = ik Cornet intoxicated ?’ 
They have no chinsand oh, they look “Not at all, sir! I merely said I had se 
Se sill ine Ghar bait? ey 2008 him frequently so flurried in his mind that he 
y y, would undertake to cut out copy with tl 
Their —_ are padded and their necks anuflers. that is all.” —E£x 
Are slender as their canes ; r 
While those grand fellows in'those cuts Breathes there a man with soul s 
Look noble and have brains. dead, who never to himself hath said, | w 
Dear advertisers, let me know ad — egy i, both for my own and 
The model that you use, amily be e such there be, let him r 
And I will buy your facia! soap pent, and have the paper to him sent, and 
Or bicycle or shoes he'd = a happy winter, he in advance 
He may be wealthy ht poor, should pay the ~~ Gong Ex. 
With cheek of peach or tan, Where the Periodical Comes In. 
But I would like for once to see Bunting: I know now why sprees are son 
And meet a real man. Judge. times called periodicals. 
. a _ . ; Larkin—Isn’t it because some men take 
; A comic paper is pretty sure to have them at regular intervals? 
its wits about it.— Yonkers Statesman. Bunting- No, It is because reading mak 
Some one advertises for ‘‘a house 4 full man.—Smith, Gray & Co's Month: 
girl to assist in the washing of a small fam- “*Don’t you ever go to see come- 
ily,” and some one else wants ‘a gentleman gies?” inquired Mise Laura. 
for breakfast and tea.” —#.x. “No,” said Miss Irene, “laughing pr 
Jem—Who’s our foremost general, duces wrinkles.” 
Tom?” And Miss Irene, went on reading 
Tom—Well, judging from the advertise- “ Editor’s Drawer” in Harfer’s.—ch 
ments in this paper, 1 should say Genera] 77#une. 
Debility.—Comic Cuts. It Ought to Have Come to (x 
The man who could run a newspa- one a Guffaw, the comic weekly, has ; 
per to suit everybody went to heaven long ago. “8CST- : . , 
—Cumming (Ga.) Clarion. George—I m not surprised. The edit 
But hell still yawns for the numerous indi- his first issue said: ““Gufaw makes its 
vidual who thinks he can run a newspaper just Pearance this week on all news stands, wh 
that way.—St. Joseph News. the public will find it has come to stay.” ! 
stayed there, and tnat’s what’s the matt 
An Annoying Rocident. —Sanso: I with Guffaw.—Smith, Gray & Co's Mont 
want to buy one of those unbreakable lamp eat 
a ed have advertised. - Reports Definitions.—P " mine 
Clerk—I’'m very sorry, sir, but we acci- € ee 4 janitor of the flat in which 
co ed. 


dent! t our whole stock smashed this after- : ~_ ‘ : 
peng oe Cuts. ae Pretty Girl—The unmarried woman i: 


case. 
Jinks—Y ou are sending your boy to Petite—Weighing less than 180 poun 


Prof. Teachim’s classical school, are you not ? Brunette —Any woman not a blonde. 
Winks—Not now. I took him out. He was Blonde—Any woman not a brunette 
growing up . perfect ignoramus, Dull Thud—Anything falling with 

* He was? bound (except salary). 

“Yes, Why, after three years atthat school Holocaust—A fire attended by fatal : 
he didn’t know any more about the United to human or anima! life. 
States than an editor of a London paper.’ ‘I ander-Box—The building in which t 
New York Weekly. occurred (sy., rattle-trap).—Li/e. 
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a A MATTER OF FACT an 
advertisement running a year 


in the papers of ‘“ Kellogg’s Lists” 


would during that time be read by 


more than five “mes as many people 
as are comprised by the extive popu- 
lation of the United States. 
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IS A PHYSICIAN JUSTIFIED 


ADVERTISING ? 

The question whether a physician is 
justified in advertising is one that is 
being discussed more and more every 
year. A generation ago the code of 
ethics was adhered to by physicians in 
the city as well as in the country, but 
at the present time the musty code 
seems to be retained for the purpose of 
impregnating students and country 
practitioners with the idea that to ad- 
vertise is the greatest professional 
crime in the medical calendar. We 
say the code seems to be retained prin- 
cipally for the country practitioner be- 
cause it is almost impossible to find an 
energetic and progressive city practi- 
tioner but who is connected with some 
medical school, polyclinic, hospital, 
public or private dispensary, bathing 
establishment, or some one or more of 
the many institutions, the majority of 
which, so far as one can learn, appar- 
ently exist for the sole purpose of 
booming the interested doctor. 

This mode of advertising is sanc- 
tioned by the code. Another form of 


IN 


advertising that is sanctioned by our 


ancient code has recently become pop- 
ular, and like the above is confined al- 
most entirely to physicians residing in 
our large cities. We have received 
during the past year or two many 
cards and circulars from city physicians 
calling attention to the fact that they 
would in the future confine their prac- 
tice to diseases of women ; to eye, ear, 
nose and throat ; to nervous diseases, 
etc., etc. The most modest of these 
circulars informs the reader that the 
doctor has all of the most approved 
apparatus for treating successfully the 
diseases to which he confines his prac- 
tice, while many of them state, in 
language intended for the public, that 
by years of extensive practice in his 
line the doctor is qualified to treat suc- 
cessfully cases riot usually benefited by 
ordinary treatment. 

The above methods of advertising 
are only two of several that might be 
mentioned that are allowed by the code. 
Let a physician place the same matter 
in a daily paper that he mails to physi- 
cians and to the public in circular 
form and notice how quick a part of 
the profession will commence to kick, 
and it will also be noticed that the 
kickers are most always engaged in 
booming themselves in some manner. 
So long as a part of the profession are 
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allowed to advertise we see no reason 
why all should not have the same 
privilege. If a physician is more skill- 
ful than his neighbors it would appear 
rational to any level-headed person that 
he was doing himself an _ injustice 
should he neglect to inform the people 
of his skill ; provided he did not adver- 
tise to do more than he could. It 
would also appear advisable to reach 
the greatest number of people with the 
least expense, and the doctor who ad- 
vertises in the daily or weekly paper 
does so at much less cost than by the 
methods usually adopted. To incor- 
porate a company, hire a room, get out 
necessary circulars, etc., to start a 
polyclinic, or some other of the many 
institutions that have sprung up within 
the past four or five years, requires 
quite a sum of money, and the method 
of advertising by professional circulars 
is also quite expensive. Aside from 
the few institutions that are started 
and conducted for educational pur- 
poses, the elaborate and expensive 
methods of advertising are adopted, 
not from any high moral principle, but 
to simply keep within the rules pre- 
scribed by our ancient code. The 
physician who booms himself in some 
institution is no more honorable than 
a man who places a modest advertise- 
ment in a daily paper. No code is re- 
quired to teach an honorable man pro- 
fessional courtesy, and a dishonorable 
man will not be governed {n the least 
by any code. We believe the time is 
fast coming when all progressive phy- 
scians will feel at liberty to advertise 
as freely as men engaged in other 
business, and there is no reason why 
they should not do so except the re- 
strictions laid down in an ancient 
code that not one doctor in ten has 
ever read, but of which the average 
physician stands in mortal terror.— 
O. M. Vaughan, in Covert Medical 
News. 


Do you tell us, oh, candidate for 
the custom of the community, that you 
can’t afford to advertise because your 
business is dull? Listen! it is dull 
because you don’t advertise, and you 
don't advertise because it is dull, so 
the vacant circle is complete. We tell 
you if you are doing ill to advertise 
that you may do well, and if you are 
doing well advertise that you may do 
better. Set high your work of busi- 
ness success and advertise upon it.— 
Prentice, 
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Ir business men desire to make 
known to the public that they have 
goods for sale, jet them advertise them 
in a proper way. But this editorial 
puffing is an imposition upon the pub- 
lic.—Boston Herald. 
pws : 

THE journals of Seattle and Tacoma 
will surprise an Eastern merchant with 
the metropolitan show of business they 
present. How much such a business 
display helps the whole community 
and attracts other business, who shail 
attempt to estimate ?—/P ila. Ledger. 

> 

SUCCESSFUL advertisers supplement 
their city advertising by using the local 
country weeklies. City papers are gen- 
erally valuable, but they do not supply 
the entire needs of advertisers. To 
advertise thoroughly and successfully 
the country weeklies must be used as 
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Companies and Individuals 
ha land for sale, who may wish to adver- 
tise the same, at a moderate cost, and in a 
field not worked to death, will do well to cor- 
respond with me. 
“Ie will pay you te write me.” 
B. L, CRANS, 10 Spruce St., New York. 


Make No Error. 


RS’ 

















well.— Beals. 

ORGAN 8 "Pianos $35 = Catalogue FREE. 
Dan'l F. Beatty, Wash’ton, N. J. 

WOOD ENGRAVIN®, PrmPet 

REAM’S POSITIVE 

= itive. Write REAM’S 

SMITH 222! ENVELOPES. 

Send for | . W. R. SMIT 


D. CO., South Bend, Ind. Hair | Grower 
Prices. | 31 's.6th st Phila. 
1.00 











Portraits—Made to order from 
Photos. Cheapest nowspeger ene 
made. Send for p proofs. AL 
PRESS ASSOCIAT’N, Columbus, O. 


I GET UP IDEAS, 
Comic Pictures, and 
beautiful Outline Cuts. 
Send 0c. for package 
of 4 a Ideas. 

NK MYERS Art 
ist, Times Bi'd’g, WN. Y. 








Plant Fine Trees, Shrubs, 
ses, Fruits, etc. Get the finest 
ved sorts, true to name. 


BEAUTIFY|F' 
YOUR ce with superb Rose 
5. E EUGENE \ wi HITNEY. 
GROUNDS \UUNUSINo infe inferior stock. ee 
fh at — 


Books: 


free. Not sold by aE J p= 
too low. Buy of the Publisher, 
John B. Alden, 393 Pear! St., New York 


| Dodd's 28 wesniete Sex SOSLON, 


Send for Estimate. 


wa LOW ESTIMATES. 08 


Yew Issues 
every week 


32 
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If you travel, “GIBB’S ROUTE AND REF 
ERENCE BOOK” of the United States and 
Canada will save you hundreds of dollars. 
It has been proved. Specimen pages free. 
GIBB BROS. & MORAN, New York. 
FREE bree $50,000 National 
anks in good North Texas 
towns, pugemmes by us, now net 
TAXE 2 to ® per cent. free of taxes. 
ES. Beat big banks in cities. Rate 
higher, security better. Country fertile, crops 
ood (cotton, Wheat, corn), people prosperous. 
cal business men interested. Many New 
ngland stockholders. 23 years’ residence in 
Texas. Another similar bank now organizing, 
etock par—Si) and upward, sold. Circulars, 
nts, maps free. JoHN G. JAMES, PREs’T 
Crry NATIONAL 3aNK, Wichita Falls, Texas. 


CIRCULARS SSS 
SAMPLES 


PAPERS AND SIGNS 


Handed direct to the people, 4 
or nailed up, in Clay, Hamil 

ton, York and Filmore aan- 4 
ties, Nebraska. $2 per 100 


Bestar craves B. L. Vradenburg, Sutton, natare '. eX P 


AUSTRALIA Before = up your 
—— contracts for 
odversiang, 70S e you to write to us for 
‘e we Guarantee to save you money, 
for, being on the can do advertisin 
cheaper than any a her ‘arn ata distance. A 
papers are filed at our bureau, and every pppens- 
ance is checked by a system unparalleled or ac 
curacy. On application we will yevgere ony 
scheme of pe | desired, and by 
— 4 will send our imate. We desire it te to. = 
un we are the Leading ee Established 
Firm in the Southern ae Tt. w Establish 


over a quarter of a centu 
, 369 to 373 Besggest.. St., Sydney, A ‘hustralia 





LAWRENCE & Co 
SARATOGANY 
FAL N 


72% 


wank: 


40c. per Gross, Postpaid. 
We can save — money 8 on ans pen. 


A HIGH GRADE FALCON PEN, 
Equal to the best 


You 
name the e the price. 
Address H. H. £4 WRENCE ior C0. 
N.Y. Bank ank Supplies. 

Our National Game 


FFED. in minature. “ Pigs in 


Clover” left to rust,while people go wild over 
the most i nious puzzle ever invented. Put 
up in attractive and durable styles; sells as 
fast as you can hand them out. 
new puzzle pronounced unequaled. 
agents are just coining money with it 
the first newspaper announcement of this in- 
vention. Agents, General Agents, Publishers 
who use premiums,etc.act prom iptly y,and large 
profits, quickly and easily ma are yours. 
Sample and terms 25 cents. Made are PUB. 
CO., Mf’sof “ Muffed,” 258, 6th St,, Phila., Pa. 


., Saratoga, 
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Ir affords us great pleasure to say that 100 SICNS, 
J. L. Stack & Co,'s list of 60 weekly Scandi-| Opposite and between 1. C. R. R. suburban 
navian papers pays us fully 5 times as well as Stations, seen daily by 300,000 Chicago’s best 


‘ A 4 r residents. I make and place them. 
any other mediums we have found. Yours 5. W. HOKE. » an re oe 
truly, 8. W. HOKE, 225 Dearborn 5St., Chicago. 


R. W. eae Ill. MAKE MON EY 


To reach Swedes and Norwegians, address | By making “ Rubber Hand Stamps.” A prac 
J. L. STACK & CO tical treatise on the manufacture of rubber 
- es :? hand stamps, small articles of india rubber, 
Newspaper Advertising, rubber cements, the Hektograph, etc. Fuily 
St. Paul, Minn. | illustrated. Just published. $1. Judging by 

the number of advance orders received, 


The Detevrated EVERYBODY 
CA ARRH Wants ARITHMETIC OF ELECTRICITY, by 
CALIFORNIA <> Beno | E2GtecBloane ss aa Meo 


that it can be used by any one having a 
The best in the world. Make no mistake. J atic ; 4 
Seb aneuibanth ults have been thoroughly knowledge of Arithmetic. te treats of cal 


culations for wiring; resistance in general; 
proven. 50 cts. by druggist or mail. Tes-| >rangement of batteries for different work. 


timonials free. and all other practical calculations, ete., and 

A. F. EVORY & CO., Props., to oup lemented by tho most prastion) Gortes 

2 PEAT ICY ~ — of tables ever published. It is absolutely in 

166 GREENWICH ST., N. Y. dispensable te the working electrician, as 

~ ni well as to the professor, scientific teacher, 

Study Law student and amateur. by! illustrated. 

(Ready shortly.) $1.0. Send for descriptive 

At Home. | cireular, also our large Book Catalogue. 
NORMAN W. HENLEY & CoO., Publishers, 

Take a course in| P. 0, Box 3271. 150 Nassau St., N. Y. 

the Sprague Corre- 

spondence School of 

w. Send ten cents 

(stamps) for partic 
ulars to 


W. C. Sprague, L.L.B. 
312 Whitney Block, 
Detroit, Mich. 


CANADA —If you intend advertising in 
« Canada it will be of interest to 
know that we handle more business with 

















Canadian a than any other Agency 


in existence. € control the Canadian ad 
vertising of many of the largest and shrewd 
est advertisers in the world, Pears’ Soap, 
for instance. Our efforts are devoted to Can 
ada alone, and a ye knowledge of the 
culiarities of the Canadian press, gained 
»y many years of experience, enables us to 
pe aad the best possible oe A. simply 
you to communicate with us before plac 

ee ee KIM & co., OVERMAN WHEEL CO., MAKERS, 

Montreal, Canada. CHICOPEE FALLS, MASS. 
BOSTON WASHINGTON. DENVER SAN FRANCISCO. 


« 
Advertisements | A. G. SPALDING & BROS., Special Agents. 
Chicago, New York and Philadelphia. = 
WRIT I E N wae found, make a note of.”—Captain 
( le. 
For news! rs or magazines; original de > . > rig’ e are 
aaa ona i i iiand fuente Fremere. The right men in the right place are 


such as merchants and manufacturers use to 
help sell specialties; Trade Circulars anc | Cc. MITCHELL & co., 
Spring Announcements—I write, print and Of Lendon, England, 
get them up in handsome styles. Sample, (2 & 13 Red Lion Court, Fleet St., E. C.) 
primers with full details free. “ie " - ‘ 
A. L. TEELE, Writer of Advertis- | 4@vertising Contractors of D years’ standing 
ing, 55 W. 33rd St., New York. | THE MANUFACTURER who travels 
omnes arr —_—_————-—= | should note the address. A half hour’s chat 
about English, Continental and Colonial ad 
Ousan CwSpapers a ay vertising with a member of this firm is 
worth a whole year of correspondence. 
ARE READ BY | The Manufacturer who cannot find time to 
travel should write toC. M.C. Their exten 
The Press Clipping Bureau, Robert and Linn | sive American clientele and long acquaint 
Luce, 103 Milk St., Boston, Mass. ance with English advertising enables them 











— to arrive at an understanding more promptly 
> than apy other house in London. 
WHO FOR f The Advertising Agent who studies his 
clients’ interests (and his owr) should con 
Business houses, that want earliest news | sult C. M. C. when he has orders to place any 
of construction: | advertising in Great Britain. They are prac 
Supply houses, that want addresses of | cal, reliable, energetic and economical. 
probable customers; Testimonials from leading American firms 
S xty class and trade papers; Estimates and specimen papers free on ap 
Public men, corporations, professional | plication. “The Newspaper Press Dire: 
men, who want to get news, see what js said | tory,” fortv-sixth annual issue, price, by 
of them, or gauge public opinion. post to the United States. 50c, 
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To Advertisement Writers. 


A new and pleasing field tocover. | 
A set of telling advertisements wanted. 
Lock Box No. 1, P. O. Baltimore, Md. 


Spencerian Steel Pens 


FOR Expert Writers. No. 1. 


FOR Correspondents. 
‘COMMERCIAL __ 


FOR Rapid Writing. No. 35. 


Sold by STATIONERS everywhere. 


Samples FREE on receipt of postage 2 


SPENCERLAN PEN C€0,, 


cts. 





810 Broadway, New York. 
were = 


ALLEN'S MILLION, 


Allen's Lists guarantee and prove over | 
one million circulation each month. | 
Should less than one million copies be | 
printed and circulated in any month, I agree | 
to make a discount in exact proportion to | 


each advertiser; this has been a standing | 
no 


offer for years, and is unparalleled, 
other publisher in America having had suf 


ficient faith in his willingness and ability to | 


perform, to compliment me by imitation. 

You can reach about one-fifth of the 
rural population of the United States 
through Allen's Lists. 

Furthermore, the 
Lists reach the better classes of the rural 
masses who subscribe, and who pay good 
prices, because they want them in their 
homes—beeause they are interesting and use 
ful in the family circle. The periodicals of 
Allen’s Lists are never thrown around ; few 
periodicals are circulated with such extreme 
care. 

THE TEST. 

Special test ads. were run’ y aconsiderable 
number of the great proprietary houses before 
making contracts with Allen’s Lists; their 
advertisements are now to be found in these 
lists the year round—look and see. 


We court the test, especially the compara. | 


When the test is com 


tive, com petitive test. 
stand, not near 


parative, Allen’s Lists usually 
the head, BUT AT THE HEAD. 
My claim to patronage—results to the 
advertiser. 
r#"Forms close the 18th of each month 
nrior to the date of the periodicals. 


j 


PRINTERS! 


Look over this copy of 
PRINTERS’ INK, and 
judge for yourselves the 
quality of 


Wilson’s Ink. 


It works smoothly, dries 
quickly, and does not offset. 


*—% 


Send Us a Check for $3.60, 


and we will express a 10-pound 
sample, charges prepaid. 


if not asrepresented money will be refunded. 


PRICE 30 CENTS A POUND, 


in 100-pound lots. 


Shall be glad to have your order. 


ADDRESS 


W. D. Wilson Printing Ink Co., 


LIMITED, 
140 William St., New York. 


PREPARE 


Your advertisements carefully. 
Make them neat and attractive. 


You CANNOT 


spare the time, of course ; that 
is our business, we claim to 
understand it. 


periodicals of Allen's | 


Send for our Hand Book. 


T. C. EVANS’ ADV. AGENCY, 


294 Washington Street, 
BOSTON. 





E. C, Allen, Proprietor of “ Allen’s Lists,” 
F Augusta, Maine, 
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W. W. Whitmarsh, Jobn Mears, 
Treas. OFFICE OF Seo’ty. 
THE PUTNAM NAIL Co., 
Manufacturers of 
HOT-FORGED AND HAMMER-POINT. 
ED HORSESHOE NAILS. 
Boston, Mass., Feb. 5, ’91 
wee SRT Ae | Mess. Robert Bonner’s Sons, 
plete list of new oy for 189! is Publishers of the New York Ledger, 
a — tion oe classified ” . 
Gents—Weare pleased to be able 
to report the most satisfactory re- 
re iB Designs of 600 Cottages ae from our advertisement, which 
20 tio Cottazes| appeared in your paper of Dec. 
5/000 Cottages 13th, last. Answers are even now 
coming in from all over the coun- 
try, and from that intelligent class 
of people who appreciate a good 
thing when they see it. 
Truly yours, PUTNAM NAIL Co. 





eussusenes 
RRRRKKKRRKRRRK 


$1 7,500 Houses 
Book No. 32 Pre. 20 of Double Cot- 


Bool No. — of Ten Thousand sd wae Whimamh, Treas. 


PRICES. e boo! ; an: 
books, 85; 5; tall wot ti ae » », § 
STOPPELL. Architect, 
3 Broa way, New York. 
_Mention this pape 


ZIM LINE 


We recently prepared a list of HOME | 
PRINT weeklies for a patron, which, when | 
computed on the basis of circulation as | 
given in Ayer’s Am. Newspaper Annual 
for 1890, showed the cost per line to be only 
ONE-FIFTH (1-5) OF A CENT for EACH ONE 
THOUSAND (1,000) CIRCULATION. 

For such valuable mediums as a selection 
from the best of the all-home print county 
weeklies, this is a rate which should com-| 
mand the attention of advertisers who are | 
seeking ecc i thods for reachi 
the homes of people living outside of the 
cities. We invite inquiry from advertisers 
regarding our facilities for handling business 
in the home print papers in any part of the 
United States. 


Nesson (siswane : © 


Dorlaans Olen. Tt Pests. #. Louts. Ne. 
- cucine Yon Gh. AVGUSTA, MAINE, 




















Do You Want 


t 
Advertising 
any 
business 
getting 


some 
of 


THE ART LEAGUE, 


133 World Bidg, N. Y. 
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* Why Do You 
Advertise in Newspapers ? ” 


What constitutes the ideal newspaper? Is 
it not the one that presents the news—the 
facts without wordy, tiresome, descriptions 
}—in the most concise ——_ manner? Is 
| it not a paper that will enable busy men to 
|grasp the situation in the briefest possible 
|time? Why do people read newspapers—to 
| kill time or get the news’? Wouldn't you 
rather advertise in a paper that is easily 
handled, and that scintiilates with bright, 
brisk, breezy journalism, than an unwieldly 
blanket sheet? If so, you will find your 
ideal in 


The Daily Continent, 


| 16 PAGES DAILY. 
32 PAGES SUNDAY. 





It is a live paper. Energy and nerve 
characterize its management. Its 

sige is unique, handy. The news 
is put briefly and grapbically. 
Society, politics, local pride, Na- 
tional issues, sporting events — 
everything tbat appeals to warm 
blood is handled with vigor. 


FRANK A. MUNSEY, 


239 Broadway, New York. 
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PRINTERS’ INK 


These 
are 
Your Pointers. 


Electrotypes used without extra 
charge. 

Can use woodback electros ; 
fer solid metal. 

Can use celluloid blocks in all but two 
of the papers. 

No extra charge for double column 
display. 

Single column Electros must not be 
wider than 21-4 inches or 13 picas to go 


in all the papers. 


but pre- 


Length of a column varies from 13 in- | 


ches to 22 inches. 

Copy received by Saturday morning is 
in time for all the papers the following 
week. 

Copy received Monday morning can 
get in some of the papers, but must take 
run of paper. 

It is to the advertiser's advantage to 
get everything necessary to start an ad- 
vertisement into our hands as early as 
possible. 

Advertisements will be changed every 
week if desired. 

Will give more particular information 
suited to your case if you will write 
to us. 


Sunday School Times, 
PHILADELPHIA. 
sbyterian. 
heran Observer. 
ional Bapti 
S tian Standard. 
rer be an Journal. 
d Church Messenger 
scopal: Recorder. 
stian Instructor. 
~~ Statesman. 
istian Recorder. 
Lutheran. 
BALTIMORE. 
Baltimore Baptist. 
Episcopal Methodist. 


One 

Inch 

costs : 
"1 te... $82.90 
1 mo... 118.44 
3 mos.. 342.16 








One 
Price 

Advertising 
Without Duplication 

of > a 
HOME 

JOURNALS 14 wonenane 

Every Week 

Over 260,000 Copies 


= Religious Press 
Association 
Phila 


| 











OVER 300,000 READERS OF 


PRINTERS’ INK. 


For the purpose of bringing PRiNt- 
ERS’ INK to the attention of all classes 
of business men, arrangements have 
been made to send sample copies at the 
rate of 20,000 a week until the follow 
ing lists have been addressed. 

In every sample copy sent there will 
be folded a subscription blank. 

For the next three months the circu- 
lation of PRINTERS’ INK is certain to 
be more than 40,000 copies, and likely 
to be less than §0,000 copies, each issue. 

The entire circulation is among ad- 
vertisers, or people who ought to be 
advertisers. 

Incorporated 1885. 
RaPIp ayy MACHINE eee, 
59 & 61 Park Stree 
Trade Lists Compiled from 5 “G. Dun & {| 


nee, Book 
w YORK, Jan. 16, 1891. } 
Messrs. G. P. autne 

New York “City. 

GENTLEMEN— We respectfully submit to you 
the number in our trade lists as requested 
by you. 

Architects. 


Books ‘ona Stationers. . 
Boots and Shoes 
Car, Ship and Bridge 





"ers 
Men’ 's Furnishing 
Hardware. 

Jewelers. 

Shirt Manufacturers. . 
Prom. Insurance Agents.. 
| Anis pe 


achinery 
Men Who Think. 
Tobacco and Cigars 
Investors 
Board 


wil atte your Wrappers, 20,00 
SP Si cERRS tds. ce rcuéveccced at # = per M 
Wrap and Mail 


$3 00 
Yours truly, 
F. D. BELKNAP, 


Rapid Addressing Co., 314 Broadway, N. \ 


New York, January 16, 1891. 


| maps By tn ~~ Co. 


roadway, New York City. 
Sinenab have your favor of even 
Please go ahead with the work of address 
ing wrap for us to boy trade lists name 
ou—307,517 names; to livered in lo! 
of itn <i one lot each week until the |«' 
is Auished: the first lot to edie ivered on th: 
h inst. 


Ve ye 
™ ROWELL & Co 
Advertising rates in PRINTERS’ IN 


are 50 cents a line, or $100 a pag 
each issue. 
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+PUBLIC Opinion +:+ 


THE ONLY JOVRNAL IN THE 
_ Uniten States DevoTED EXCLUSIVELY To 
TAE REPRODUCTION OF THE OPINIONS OF 
LEADING PERIODICALS OF THE WORLD 
ON PROMINENT CURRENT TOPICS. 
$322 Per Year. WASHINGTON, D.C. 

















— 


WELL ALL BE READERS BY AND BYE. 


CIRCULATION, 
QUALITY, | 
ARE AFTER | DISTRIBUTION, | IN PUBLIC 


THEY ARE 


“ALL RIGHT” 


WHAT ALL 
ADVERTISERS 
( 


ARE OPINION. 


PRICES. 
Sworn Circulation Over 23,000. 





The name of your paper Among the hundreds of 


(PUBLIC OPINION) is con- | papers in which we ad- 
stantly mentioned by my | vertise we know of none 
correspondents. Evidently which we can better rec- 
its readers belong to the ommend than PUBLIC 
buying class. OPINION. 

F. HISCOX, STEVENS CHAIR CO., 
“SAMPLES.” Pittsburg, Pa. 


Prop. Cure for Deafness, N. Y. 





— a — ——/ 


Advertising ‘Rates : 20 cents a line, 
with discounts on time or space contracts. 


The Public Opinion Co., 


WASHINCTON AND NEW YORK. 
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No 


mas Ward's prov- 
erb, “The least 
said the longest re- 
membered.” The 


Portland 
Oregonian 


is an easy winner and no mistake. It has long since captured first place in the 
race of ‘* Pure Gold” mediums, and is to-day known and recognized the land 
over as an incorruptible newspaper of extraordinary power. ‘* One paper in 
a State”’ would be sure to name THE OREGONIAN for Oregon. 


A LEADER FOR 40 YEARS, 


and stronger to-day than ever ; commanding and creating in its influence, with 
a constituency that has grown with its growth and strengthened with its 
strength. 


Circulation Average every issue, 1890, 
LOW WATER MARK: 
Morning Oregonian, 17,400 
Sunday Oregonian, 17,600 
Weekly Oregonian, 14,998 


and more. largely and réligiously read, in proportion to the number of copies 
printed, than any newspaper on the globe. 


48 Tribune Building, ae AA 
revrons | [eS-C BECKWITH: 


one me Cue Th amie AGENT FOR FOREIGN ADVERTISING 


CHICAGO. 


“sa. 
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ATION 
PR cir (uct am) 


APRIL 1ST, 1891. 


Do not forget that the rate 


oO will advance 40 per cent April ist, 
1891, in The Saturday Blade 
é ° and The Chicago Ledger. You 


can not afford to stay oyt of the 
most progressive papers in America. 
THE SatTurpAy BLAbpeE has made the most wonderful 


record in the history of American journalism, and ‘THE 


CuicaGO LEDGER is ‘getting there just the same.” 


300,000 


COPIES WEEKLY. 


The circulation has more than doubled during the last 
year, and our present facilities will double it again during 
the next year. 

It is a marvelous fact that, although any advertiser 
can cancel his contract at any time, not one has dene so 
this year. 

Price per agate line: BLADE, 7oc.; LEDGER, 35c.; both 
papers, $1.00. 

Secure an annual or a_ space 
contract at once, either through 
any responsible advertising agency, 


or from the Publisher, 


W. D. BOYCE, 
116 & 118 DEARBORN-STREET, CHICAGO, /LL. 
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s 8 . 
Cost of Advertising in the 
pty Use ?: Nearly a Century. , Best 


CONCENTRATED Newspaper 
CRAB ORCHARD ‘gf 


in 
Every 


WATER’ , 3 


A Positive Cure for Territory, 


Dyspepsia «abet 
Sick-Headache, ; _Distriel 
Constipation. | or 


= 
This concentrate is obtained 1 by evaporat- 
ing natural Crab Orchard Wa Each bot. Province 
tle (6 eunces) equivalent to ane ~~ — nat- 
ural water. Price 3 cents. See as *“ Crab- 


le” trade-mark is on the label. 
er’ pllirare ae adinees of the of the 
LIVER AND STOMACH 


Sold by all Druggists. U. S. 
SEND FOR PAMPHLET, 


Crab Orchard Water Co. or 
LOUISVILLE, KY. 
Canada. 


New York Depot, P, Scherer Co, ») 11 Barclay St 
For preparing the advertisement which is printed above, 





and making a pattern electrotype suitable to be sent to a 
newspaper for use, our charge was $7.50. Duplicate electro- 
types on solid metal base we furnish at 37 cents each. For 
packing these electrotypes and forwarding them to the papers 
we make no charge; but postage is a special charge, and the 
cost of postage is 21 cents on each electrotype if solid. Elec- 
trotypes can be made on wood bases, and cost less for manu- 
facture and less for postage. When sending out a large num- 
ber of electrotypes it is always well to have a box made for 
each, at a cost of one or two cents. 

We will insert such an advertisement as is prepared above 


one week (six days) in the best daily paper published in every 
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State and Territoty named below for the prices named. It 
will be inserted one week, both daily and weekly, for the 


price named in the second or extreme right hand column. 


Daily Daily and Daily — Daily and 
Only, | Weekly, . Only, 


—] 


$23 
5 8 
20 


ezsE 


Bz 


E 
¢DIST. OF COLUMBIA: 
FLORIDA 
GEORGIA 
IDAHO ws RRITORY.. 
IL ety 
+ INDIA 
INDIAN. ‘TERRITORY, 


* - 
Dl 2 
a 


RKRSSH 
FESRSSRECLES 
KSaRES 
£e2s 


=a 


LOU ear An A. 
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a 
oan 
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NEVADA Be : 
NEW HAMPSHIRE | : 18 67 


Totals: - Daily Only, $2,284 44 Daily and Weekly, $2,870 86 


In States marked ¢ no weekly is issued in connection with the best daily 

The best paper in the State, marked (*), may not give the promised postion, and if it 
declines, another paper will be substituted, or the State may be omitted. 

The best paper in Connecticut and in South Carolina will not insert cuts ; consequently, 
in these the publisher will set the advertisement in ee type used in his own office, or 
another paper can be substituted that will insert the cut. 


The prices given above are for the best paper in each 
State and the best position in each paper; that is, either 
surrounded by reading matter, or at top of column next to 
reading matter, or in a column with reading matter at the 
head, and on one or both sides. 

An order may be for one State or for all. 

A catalogue of the names of all the papers to be used 
may be found, commencing on page 171 in our 256-page 
pamphlet, NEWSPAPER ADVERTISING—price thirty cents 
—sent to any address on receipt of price. Address 


GEO. P. ROWELL & CO., 
NewsPAPER ADVERTISING BUREAU, 
10 Spruce St, New York, 
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THE GREAT ‘i 
INK-UBATOR 


FOR HATCHING OUT BUSINESS IS 


The National Tribune 


Of Washington, D. C. Put your advertisement in its columns and it wil 
hatch you out a large and profitable brood of replies. 


A CHINA EGG WON’T HATCH OUT A CHICKEN. 


Neither will an advertisement in a second-rate medium bring results 
The NATIONAL TRIBUNE is a first-class paper with a big circulation. It 
ought to have your advertisement. 


A SPECIAL OFFER. | 





The regular circulation of the NATIONAL TRIBUNE, ac- 
cording to all the leading authorities, exceeds 150,000 copies | 
a week. In order to increase our circulation still further 
we are going to issue 250,000 copies on each of the follow- 
ing dates : 

APRIL 2, APRIL g, APRIL 16. 


To advertisers who are thinking of testing the merits of 
our paper, these special issues form a splendid opportunity. 
If your advertisement is well constructed, you cannot fail 
to hear from it all over the country. Our advertising rates 
remain unchanged : 

TO CENTS AN AGATE LINE PER INSERTION. 
$1.25 A LINE FOR READING NOTICES. 


The extra sample copies will be sent to select lists of 
names. If you will figure this out you will see that this is 
not an every-day opportunity. Setter give ‘‘ The Tribune” 
a chance to show what it can do for you. 





The National Tribune, 


WASHINGTON, D. C. 
NEW YORK OFFICE, 66 PULITZER BUILDING. 





